Espresso coffee has become synonymous with Italy, as have those beverages which employ this as a base such as cappuccino and caffè latte. This article examines the processes by which espresso became "Italian" over the course of the twentieth century by investigating the way that the taste of Italian coffee has evolved, along with the taste for coffee amongst the Italians. In addition it discusses the ways in which the serving styles of these beverages have been adjusted to make them more palatable to coffee-drinking cultures outside Italy. By focussing on the sensory qualities of the coffee itself, it aims to produce a material history of espresso that can be read alongside that of the socio-cultural conditions that have occasioned its success.
1 Much of the research on which this article is based was undertaken as part of the shared taste. It is in many ways an excellent exemplar of the type of "banal nationalism" identified by Billig as essential for the reproduction of "established nations". 10 Nowhere has coffee become a more iconic symbol of the nation than in Italy. The "Italian espresso" has become closely identified with the country by both Italians and foreigners alike as have those beverages which employ this as a base such as cappuccino and caffè latte. This article examines the processes by which espresso became "Italian" over the course of the twentieth century by investigating the way that the taste of Italian coffee has evolved, along with the taste for coffee amongst the Italians. In addition it discusses the ways in which the serving styles of these beverages have been adjusted to make them more palatable to coffeedrinking cultures outside Italy. By focussing on the sensory qualities of the coffee itself, it aims to produce a material history of espresso that can be read alongside that of the sociocultural conditions that have occasioned its success.
Making Italian Espresso
In 1998 an Italian National Espresso Institute (INEI) was established to evaluate the sensory profile of an "Italian espresso" (espresso italiano), and define the parameters under which this could be produced. According to INEI:
On sight, Espresso Italiano has a hazel-brown to dark-brown foam -characterised by tawny reflexes -with a very fine texture (absence of large mesh and larger or smaller bubbles). The nose reveals an intense scent with notes of flowers, fruits, toasted bread and chocolate. All of these sensations are felt also after swallowing the coffee in the long lasting aroma that remains for several seconds, sometimes even for minutes. Its taste is round, substantial and velvet-like. Sour and bitter tastes are well balanced and neither one prevails over the other. There is no, or a barely perceptible, astringent taste.
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10 Michael BILLIG, Banal Nationalism, (London, 1995) . 11 CENTRO STUDI E FORMAZIONE ASSAGIATORI, L'Espresso Italiano Certificato, supplement to L'Assaggio n.6, Sept 1999, p. 7. I have kept the translation offered by INEI although a better rendition might refer to a long-lasting aftertaste (as opposed to aroma), and a rounded body.
Espresso is best thought of as neither a type of coffee, nor a form of beverage, but as the outcome of a particular preparation process; one in which what are known as the four Ms in Italian (macchina, macinazione, miscela and mano -machine, grind, blend and barista) act in combination to produce the desired outcome. To create this elixir, according to the INEI, water under 9 bars of pressure should be blasted through a portion of 7 grams of coffee ground to a fineness to ensure that it takes 25 seconds to deliver 25 millilitres of liquid (including the foam or "crema") into a thick white porcelain cup of 50ml capacity that is elliptical in shape with a slightly raised bubble at the centre that swirls around the liquid as it enters. The water temperature at the group head (the chamber where it encounters the coffee) should be at 88C, while the temperature in the cup should be 67C. To achieve the sensory effects described above (and which the INEI has mapped in much greater detail), the final beverage should have a viscosity of less than 1.5 mPa at 45C, contain more than 2 mg/ml of fat, and less than 100 mg of caffeine. 12 These parameters have been incorporated into an Italian government Certificate of Product Conformity (Csqa n. 214 -24 September 1999, DTP 008 Ed.1) for "espresso italiano". INEI, a private institution, operates on the basis that its members (mostly Italian companies active within the coffee industry) may submit their various models of grinding and brewing machinery, along with their branded coffee blends to the Institute, which will then ascertain if these are capable of producing an espresso to the required sensory standard. If so, they are entitled to display the "Certified Italian Espresso" trademark on their product. INEI also trains and certifies baristas as being capable of preparing an "espresso italiano" and maintains a register of bars entitled to display the trademark in their windows.
Of particular importance, according to INEI is that:
Espresso Italiano is obtained, by definition and by tradition, through an expert blend of coffees of different origin. This is the only way to obtain the pleasant and rich aroma and the important and velvet body. The difference between an Espresso Italiano and a preparation obtained with the same methods but from one single coffee 12 A pdf summarising these parameters can be downloaded from the Institute website http://espressoitaliano.org/doc/istituzionale_inei_lq_ita.pdf . Accessed 25 February 2011. is similar to the difference to be found, in music, between a symphony and a solo performance ... .
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It is, then, the miscela, not the coffee"s origin, that delivers quality in the cup. By insisting on blending as a pre-requisite, INEI has codified the technical skills of the roasters into its definition of espresso, thus shifting the locus of quality creation from the producer country to the country of processing and preparation -that is Italy itself.
What is striking about these statements is that Italian espresso is presented as an unchanging, static beverage, whose "original" features have been established by "tradition". Given that espresso is a process not a product, in which none of the "4 Ms" deployed need to have originated in Italy, the importance of this claim for the Institute and its members is that it constitutes the basis of a national claim for cultural ownership of espresso that can, in turn, be used to leverage up the economic value of the member"s products. By formulating the parameters for making Italian espresso they are equally concerned, so to speak, with making espresso Italian.
This claim does not stand up in historical terms, however, particularly when examined from a sensory perspective. It is indeed true that the espresso process largely evolved in Italy, but this is a relatively modern piece of technological history, while the widespread adoption of espresso drinking by the Italian public is a very recent phenomenon. Each step in this evolution has seen substantial shifts in the sensory profile of what has been served as "espresso" and the styles in which it has been consumed.
The Evolution of Espresso
The history of coffee in Italy long predates that of espresso. Venice was one of the first ports to begin importing coffee into Europe from the 1570s, with shops selling the beans present by the 1640s, although the first recorded coffee house did not open until 1683.
14 During the following century, as grand cafes appeared in city centres such as Florian"s in Venice and the 13 Although these cafes form an important part of the history of coffee culture in Italy, they did not contribute to the development of a distinctive style of "Italian coffee". The beverages served in the Italian coffee houses were prepared and served in pots using infusion-based methods consistent with the prevailing practices across Europe. During the nineteenth century domestic coffee was usually prepared using the filtration method, increasingly using a brewer consisting of two chambers with a filter holding the coffee between them that became known in Italy as a napoletana. Water was boiled in the lower chamber, and the napoletana was then turned upside down allowing the water to filter down through the coffee from what was now the upper to the lower chamber. steam pressure to drive hot water through a compressed cake of ground coffee before storing it in a receptacle from which it could then be served into individual cups.
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It was, however, Luigi Bezzera of Milan who, in 1901, first registered a patent for a machine equipped with multiple group heads onto which portafilters containing compressed coffee could be clamped, allowing the caterer to brew a fresh cup of coffee "expressly" for a customer by "expressing" hot water drawn from the brass boiler through the coffee cake using the pressure of the steam. Bezzera"s patent was acquired by the manufacturer Desidero
Pavoni whose Ideale machine of 1905 is generally recognised as the first espresso machine to enter into commercial production. The following year both Pavoni and Bezzera (who Pavoni allowed to continue making machines under his own name) exhibited their wares at the 1906
World Fair held in Milan.
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The machines were particularly suited to the so-called "American bars" patronised by the urban bourgeoisie as places to socialise while transacting business, or at the end of the working day. Whereas coffee in the grand cafés was served by waiters to seated guests at a table, in the American bar the clientele stood on one side of the counter and purchased drinks from an attendant who served them from the other. The Caffè Manaresi, opened in Florence in 1898, is reputed to have been the first such bar in Italy, and was nicknamed "Caffè dei
Ritti" by locals because the patrons consumed their beverages standing up. 26 The espresso machine stood on the counter facilitating this faster "express" service.
The number of bars and cafes serving espresso grew gradually in the first three decades of the twentieth century, although the costs of the machines meant they remained largely confined to elite establishments. This circumscribed market meant the main machine manufacturers - difference of all was that it lacked any of the mousse or crema topping that we now associate with espresso, due to the low pressures at which it was produced (around 1.5 bar compared to the 9 bar of today). It was delivered a lot slower -in around 45, as opposed to 25, secondsand served significantly longer, as the shape and size of the cups in Cappiello"s poster makes
clear. All in all, the resultant coffee extract was probably a lot closer in taste and appearance to a strong filter coffee than a contemporary espresso.
We can trace something of the spread of espresso through the various editions of the great Italian lexicographer Alfredo Panzini"s dictionary of new words entering the Italian language.
The use of espresso as a term relating to coffee appears to have first entered the dictionary in the 1920s, and was rendered in 1931 as: 27 On these companies see Franco CAPPONI, La Victoria Arduino; Elena LOCATELLI, La Caffè espresso, made using a pressurised machine, or a filter, now commonplace.
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The coupling together of both the filter and pressure preparation methods suggests that the adoption of the new machines still had some way to go amongst caterers: however, Panzini"s lament in the 1935 revision that while the nineteenth century coffee houses were tranquil places furnished with divans, "these days one has the rapid "bar" and even the workers want coffee", coupled with a reference to a new habit of using the term caffetteria (caffetiere) as slang for a slow train as opposed to the fast espresso are indicative that emphasis placed on the speed of the espresso process had caught the popular imagination.
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In its earlier editions, prior to the inclusion of the word "espresso", Panzini"s dictionary already defined:
Cappuccino. Black coffee mixed with a little milk. Everyday usage, derived probably from the similar colour to the habit of the Cappuccin friars.
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The timing, along with the absence of any reference to the milk having been heated, yet alone steamed, in the definition, suggests that cappuccino was at this stage used as a term for a simple domestic beverage. That appears to have changed by the latter 1930s as a drinking out culture based around espresso took hold. A posthumous updating of Panzini"s 1935 dictionary contained an appendix claiming that by 1938 "cappuccio" was used as a slang term for cappuccino "almost as a recommendation to the barista not to make it too small" (the joke being the omission of the suffix "-ino" whose addition implies smallness in Italian). The reference to the "barista" here is doubly important: firstly because it makes clear that we are dealing with a situation in a bar outside the home, and secondly because the use of "barista" itself is an innovation -until this point a "bar" had been tended by a "barman". It seems probable that this was the result of the Fascist campaign for the Italianisation of foreign words (interestingly the word "bar" itself was exempted from this because of the intrinsic differences between the American format and those of the traditional Italian caffè and taverna). 33 Oral history suggests that, following the fall of Fascism, the term "barman" regained popularity in the 1950s and "60s.
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The extent to which coffee culture had become rooted in Italy should not be overestimated, however. Although branded coffee products such as Caffeol and Moretto produced by
Crastan in Pontedera began appearing in this period, these were essentially surrogates whose principal components were orzo, chicory, molasses and coffee essence (today marketed as a "traditional" decaffeinated alternative to coffee Valente began manufacturing his own machines with Faema, after disagreeing with Gaggia over strategy. Gaggia regarded his machine (and the crema caffè it produced) as a niche product targeted to the high end of the market, whereas Valente wanted to expand the market for espresso by designing cheaper machines. 42 In 1961 he came up with the radical innovation of fitting his Faema E61machine with an electric pump that was operated by a simple on/off switch. The machine was described as "semi-automatic" as it left the barman in control over the length and parameters of the extraction, but did not require him to provide the power for the process. Instead of taking the water from the boiler, the pump drew it directly from the mains, pressurized it, and then passed it through a heat exchanger before it reached the group-head. This machine was therefore capable of "continuous erogation" in that it could produce one cup of coffee after another without needing to pause to reheat the boiler -making it a genuine "espresso" service.
The E61s low price facilitated its diffusion, as did the fact that large swathes of Italy were being connected to mains electricity for the first time. Its "pop" styling chimed with the new colourful and informal culture of the 1960s, while the fact that it utilised a horizontal, rather than vertical boiler, meant that operators could now maintain eye contact and conversation with customers while preparing their beverages. 43 The introduction of machines such as the E61 played a major role in the social and physical reconfiguration of the coffee bar that took place in the 1960s. At this point, then, the relationships between three of the "M"s -macchina, macinazione and mano -resembled that later codified by INEI as forming the basis of for the preparation of Italian espresso. The introduction of the pump meant that, for the first time, espresso was now being produced under a relatively constant 9 bars of pressure, while the barman utilised the grinder to adjust the coffee"s resistance to the water flow, and controlled the length of the extraction through the switch on the machine, thereby enabling him to adjust the volume and body of the eventual beverage to achieve the desired taste. Semi-automatics became, and remain, the standard operating tools in Italy, to the point these are now known in the trade as "traditional" machines.
What about the miscela? The espresso process might be said to make ordinary coffee taste good, but good coffee taste ordinary. The intensity of extraction under pressure enhances the flavour profile of the relatively bland-tasting unwashed Brazilian "naturals", but magnifies the acidity in some of the speciality washed arabicas, such as Kenyan coffee, to the point that this overwhelms the desirable fruit notes. 44 Robusta coffees perform well in espresso, adding body to the beverage and increasing the volume of crema on top of it, thus enhancing the visual appeal. Part of the attraction of the espresso process for Italian roasters, therefore, was that they were able to save money by using cheaper coffees in their blends, without this necessarily having an adverse effect on the perceived quality.
A report on the Italian coffee industry in the late 1950s identified three main types of blend: a "domestic" for household use consisting primarily of robusta; an "extra" used in bars in which robusta from Congo and Uganda was combined with Brazilian unwashed arabica; and a "fine"
i.e. luxury blend of arabica combining unwashed Brazilian or Ethiopian coffee with "milds" from Central America. 45 Even then, the major source of such "milds" was Haiti, which produced largely natural processed coffees that, according to one veteran importer, often included crushed and broken beans because the small-scale producers, unable to afford machinery, carried out the de-hulling using the hooves of their mules. respondents reported that they drank coffee, suggesting that 32 million of the 48 million adult population were consumers. 49 Asked how many cups of coffee they had drunk the day before, the average response was 1.5 cups, which, after excluding the non-drinkers rose to 2.1 cups per person. However, as the survey itself recognised, these figures were almost certainly overestimates as respondents did not necessarily distinguish between coffee and the various surrogate products. Indeed caffèlatte -the combination of "coffee" and milk that 42% of the population reported they consumed immediately after getting up -was explicitly excluded from the survey, presumably because of its lack of genuine coffee content.
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Coffee was still primarily a beverage of the urban male, upper-middle classes, who consumed a significant portion of their daily intake outside the home. Men drank an average of 1.7 cups of coffee a day whereas women reported an average of 1.3 cups. 50% of all the coffee drunk by men was consumed outside the home, compared with just 14% of that taken by women.
The highest proportion of coffee drinkers (82%) was to be found in the Central zone of the country, which the survey suggested reflected "the weight of Rome and its ministries", as did the fact that the highest levels of out of home consumption were found among the upper middle classes -the classification that included civil servants, professionals and managers.
In cities of over 250,000 over 90% of people consumed coffee, compared to around 65% in towns with fewer than 50,000 inhabitants. The lowest proportion of drinkers among the population was recorded in the South (60%), the most heavily rural of the zones, This was a time when 65% of agricultural workers still drank wine at midday, and it was noticeable that while the number of those drinking coffee between meals rose in direct relationship to the class hierarchy, the proportion consuming wine moved in the reverse direction.
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The creation of a mass coffee culture occurred as a result of the "economic miracle" that began in the second half of the 1950s when the agrarian workforce abandoned the countryside for jobs in the expanding industries of the city. 54 Overcrowded housing led many migrants to adopt bars as a place for socialisation, as well as a location in which they could watch the first Italian television transmissions. Many of these were known as "Bar Sport" -places in which the customers gathered to watch or listen to their favourite teams, set up fan clubs and place bets on the government-operated, football results game, Totocalcio, introduced in 1946.
As coffee was one of the cheapest items available at the bar, it often served as the effective price for admission, not least among women. Coffee consumption became sufficiently widespread that a successor volume to Panzini published in 1963 reported that the term caffèista was now being used in a jocular fashion to indicate "one who drinks a lot of coffee", and even distinguished between a cappuccinista and an espressista.
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The arrival of the crema caffè style of espresso therefore marked not only the creation of a distinctive Italian-style coffee, but also the institution of a "drinking-out" culture, based on the fact that coffee prepared outside the home now tasted very different from that made within it.
Many town dwelling Italians effectively adopted Artusi"s dietary dictums, taking little beyond a cup of coffee when waking, and then calling in at the bar for a breakfast of cappuccino and a cornetto (croissant) on the way to work. While factories and large offices might set up a bar interno (internal bar) for the refreshment of workers, smaller establishments were hardly in a position to do so. Instead a coffee break was usually taken in the nearest bar, facilitated by the fact that the short time necessary to consume an espresso could not provide the pretext for a significant interruption of productive activity. The speed of consumption also obviated the need for much in the way of furnishings or service, as was recognised in the price control legislation that imposed a maximum price for coffee consumed standing at the counter in the manner of the American bar, but allowed proprietors to charge much more for that served to customers sitting down. Increasingly this coffee was no longer being prepared in the napoletana, but using the aluminium stove-top brewer commonly known as the moka, or machinetta. 59 Steam pressure generated in a lower chamber as the water was heated up, eventually forced the remaining hot water up through a funnel, at the top of which a plug of compressed coffee was contained, before being collected in an upper chamber. Although the moka was first produced by the Bialetti company in 1933, it was not until the 1950s that sales began to take off as a result of heavy marketing, notably the nightly half-hour of advertising shown on state television known as Carosello. Bialetti"s publicity made much of the claim that the moka made "an 56 The administrative norms for the system are set out in Guido MINUTELLI, La disciplina del commercio, (Milan, 1967 and the volume of caffeine. It is customary for a ristretto to be drunk heavily laden with sugar which is often placed in the cup prior to delivery. Interestingly, lever machines remain a common sight in the south, perhaps because their variable pressures produce gentler tasting extractions, particularly in the hands of an experienced barista. 63 While it is easy to argue that these tendencies are essentially expressions of the relative "backwardness" of the regions, resulting in the use of lower quality coffee, it remains the case that in order to conquer the South it has been necessary for national roasters to develop their own blends and brands for this market. Lavazza, for example, introduced the "Crema e
Gusto' blend in order to target the Southern market in 1985, which went on to achieve a 30% market share. 64 Illy, the most upmarket of the major Italian roasters, whose single blend is heavily promoted on the basis of containing only arabica coffee, nonetheless also felt it necessary to introduce a "darker" roast that was again targeted to the Southern market.
It was only really by the mid-1970s that Italian espresso had fully assumed those sensory and cultural characteristics with which we associate it today. Consumer "strikes" against bars deemed to be charging excessive prices during the inflationary years following the "economic miracle", were proof of the extent to which coffee outside the home was seen as an integral part of Italian existence. 65 In 1976 this rite of life was immortalised within Italian literature with the publication of Stefano Benni"s Bar Sport. 66 A symbolic turning point was reached in the same year when Lavazza altered its advertising strategy, abandoning the use of the animated Latin-American coffee beans Caballero and Carmencita whose antics had entertained a generation of Carosello watchers to replace them with campaigns featuring surveys over 75% of the consumers coming out of a bar were unable to remember what brand of coffee they had just drunk.
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Internationalising Espresso
It has become usual to distinguish two phases in the expansion of espresso beyond Italy. The first during the 1950s saw the volume of the standard espresso shot frequently being enlarged to suit local tastes within surrounding European markets, while Italian-American coffeehouses started serving an "espresso romano' featuring the addition of a slice of lemona decorative touch that may have been intended to evoke Southern Italy, even though in Italy itself such a beverage would only ever be used as a purgative. 73 The second phase began in the 1990s as a result of the international spread of the branded coffee house format developed by the Starbucks chain in America. There is no space to discuss this globalisation of espresso here, but it is important to note the ways that altering the sensory qualities of the beverages was one of the main reasons for this success.
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The key to expansion was the addition a fifth "M" to the espresso equation -milk. The strength (experienced as the intensity of flavour) and the small size of espresso were the key obstacles to its success in global coffee markets, notably those of the Anglophone world. By switching the emphasis to milk-based beverages such as cappuccino and caffè latte, the entrepreneurs driving the so-called "specialty coffee" revolution in America and elsewhere were able to overcome these by providing customers with coffee drinks that were sweeter tasting and longer-lasting, but still substantively different from the coffee beverages prepared at home. Whereas well over 80% of the coffee consumed in Italy takes the form of straightforward espresso; in the new adopter markets, such as those of the Anglophone world, at least 90% is made up of the milk beverages. at the group head and even the pressure under which the coffee is extracted to produce the socalled "god shot" of perfect-tasting espresso. 77 Third wavers" refuse to use robusta, create "seasonal" blends rather than attempt to achieve a consistent branded taste, and serve "singleorigin" coffees that produced highly flavoured, if often "unbalanced" tastes in the cup. These developments have been showcased in at the World Barista Championships -established in the mid-1990s and now contested by over 50 countries -which have never been won by an Italian despite concerted efforts by the industry to train a champion up to do so.
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Nonetheless the Italian espresso industry has been able to exploit the explosion in international interest in espresso. Ernesto Illy, head of the eponymous Trieste coffeeroasting firm, travelled to Seattle to give a keynote address to the Specialty Coffee Association of America"s annual conference in 1992 effectively blessing the new movement while informing them, as he later did Scientific American that "the quintessential expression of coffee is espresso". 79 The combination of the specialty movement"s concern with quality, and its use of Italian-style beverages to appeal to new customers, created a perfect opportunity for Illy to promote his expensive 100% Arabica blend in the United States.
Since 2005 Illy has generated over half of its income outside Italy. 80 Machine makers have also benefitted from the globalisation of espresso -none more so than the high-end manufacturer La Marzocco which exports 97% of its output. serving her an espresso which they explain is "good" because it is "Italian".
"Beautiful lady in Italy we know how to do three things well: we know how to make love, we know how to laugh, and we know how to make coffee".
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The very corniness of the clichés bears witness to coffee"s centrality within Italy"s banal nationalism.
One celebrity advertising campaign infuriated the Italian coffee industry, however, -that of George Clooney for Nespresso. Indeed Lavazza filed a civil suit against Nespresso in 2010
complaining that by setting a series of adverts featuring Clooney with John Malkovitch in Heaven they had infringed upon Lavazza"s intellectual copyright as its "Paradise" series of adverts had been running for many years. 83 As well as the annoyance with Clooney, perhaps
Italy"s most famous foreign resident, for endorsing a Swiss product, there was considerable bitterness that Nespresso was itself a form of "passing off" of espresso. Apart from not using freshly ground coffee (as is the case for all such systems) the Nespresso capsule contains only 5 grams of coffee, and its standard espresso shot is delivered as 40ml of liquid as opposed to the 7 grams and 25ml suggested by INEI: unsurprisingly therefore the end product tastes more "watery" than the ideal "espresso italiano" although the handbook presented to purchasers consistently refers to this as an Italian beverage. 84 The success of Nespresso in establishing itself as the global leader in the "single portion domestic coffee systems market" the fastest-growing segment of the industry since 2000, has only served to reinforce the often-heard lament that:
French-Swiss and Seattle-based managers (not Italians) are introducing the global masses to espresso coffee ... . All in all, espresso leaders are coming from countries other than the one where espresso was invented. 85 Globalisation, then, has raised concerns within Italy that it has lost both the "cultural ownership" of the character of espresso, and the economic value that this represents. There have been a variety of legal attempts to win this back. Within the World Trade Organisation
Italy has agitated to restrict the use of the term "Italian espresso" only for this to be rejected on the basis that while coffee might be roasted in Italy, it did not originate there, while the Illy coffee company attempted to get court rulings in the US (and, apparently, in the UK)
confining the use of the term espresso and cappuccino to Italian roasters. 86 The Italian parliament has now introduced legislation to enable inspectors to travel abroad and certify whether the espresso and cappuccino served in cafes is of "genuine" Italian quality, while following the EUs approval of a Traditional Speciality Guarantee for pizza, work has begun
As this article has argued, in historical terms this is a difficult case to make: espresso is a preparation process, not a product, and none of the component elements required need to have been sourced from Italy; the process itself is a modern, rather than traditional one, and has continued to evolve over the course of the century -indeed the beverage as defined by INEI would not have been tasted in Italy prior to the 1960s. Furthermore the sensory parameters that INEI has specified allow for a significant variation within the roasting styles and coffee blends used in the miscela, even the relative proportions of arabica and robusta, if only to accommodate the wide regional variety in tastes within Italy itself. By introducing any sensory or other form of quality-based definition of "espresso italiano", a TSG would be likely to exclude a portion of the Italian industry, while possibly conferring traditional status on a beverage prepared using machines and materials produced outside the country.
Not only would such a form of protectionism be difficult to devise, it would almost certainly not prove beneficial to the Italian industry. Over the last twenty years the sector has experienced high levels of export-driven growth that have more than compensated for the low rates of expansion within the apparently mature domestic market. Exports of roasted coffee rose from 12m kg in 1988 to 134m kg in 2008 while it is routinely stated that around 70% of commercial espresso machines are still manufactured by Italian companies (note this is not the same as being manufactured in Italy). 88 Altogether it is estimated that Italy earns around €1bn per annum from coffee related exports -70% from roasted coffee, 20% from machines and 10% from related products and services. 89 Such services include those offered by INEI itself which admits non-Italian products to its certification process and organizes an extensive set of training courses for baristas and roasters abroad. This alternative model for valorising
Italy"s espresso heritage, by trading on the know-how and expertise it has generated, demonstrates the real value of "making espresso Italian".
88 Calculated using ICO data available at http://www.ico.org/new_historical.asp, accessed 21
